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Background
In line with the agenda for UN “Sustainable Development Goals” –
companies need to facilitate gradual transitions to become socially
accountable and environmentally responsible value creating entities. The
concept of “Sustainable Business Models” (SBMs) considers circular and
closed-loop solutions for value chains, where SDG 12 entitled “Responsible
Consumption & Production” – is central.
Business organizations cannot close the loop entirely on their own.
Consumers must be brought along on this journey and are needed to be
equipped and incentivized to consume responsibly – by assuming
responsibility throughout the entire product life cycle.
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Aims & Objectives
The thesis included an exploratory case study of a Norwegian company producing
consumer goods, covering the following key objectives:
1.
2.
3.

Description and analysis of the value chain and offered product ranges.
Identification of the end consumers and their assumed expectations.
Analysis of SDG 12 (and other SDGs of relevance) to assess how the SDGs can
be implemented.
4. Investigation of key performance indicators that can be used for
communicating performance in relation to the targets set in SDG 12 (or others
selected).
This study was conducted at NTNU Ålesund during spring 2020 – as part of NTNU
Sustainability – one of the four key strategic research areas within the timeframe
2014 to 2023.

Research Overview
Method: Qualitative – Exploratory Case Study with Interview Sessions.
Company: Mowi ASA; Norwegian-based producer of farmed seafood.
Research Problem: Assessing role of consumer involvement for
responsible production and consumption.
Research Object: Consumer involvement.
Research Subject: Responsible production & consumption (SDG 12 &
others found relevant).
Research Context: End consumers of Mowi ASA (The Norwegian
aquaculture industry).
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Research Questions
RQ1: What do consumers look for when making purchasing
decisions?
RQ2: Do consumers need incentives to consume responsibly?
What are these incentives?
RQ3: What incentives or motivation does a company need to
consider implementing closed loop solutions in their value chain?
RQ4: How can the SDGs be implemented in a company’s
business model leading to more responsible production and
consumption?

Research Design
Timetable: 3 sessions;
2-month long each.
Data Sources (Primary):
30 Interviews.
Individual participations,
1-hour session each.
Data Sources (Secondary):
Study of Documentation: Include NTNU library and online resources,
Mowi ASA official public reports, UN and FAO publications.
Observation of Video Documentary: From National Geographic, Frontline PBS,
DW Documentary, Nat Geo Wild.

3

02-Jul-20

The Norwegian Seafood Industry
Norway is among nations with
highest
per
capita
seafood
consumption.

Norway exported 2.6 million tons of
seafood in 2017 with net monetary worth of
EUR 9.5 billion – where salmon products
represent 68% of total export value and
38% of volume.

Salmon Farming
Approximately 60% of the world’s salmon
production is farmed.

Salmon farming received major criticisms in recent times for negative impacts on
marine ecosystems with usage of chemical pesticides, fish escapes, destruction of
open ocean biodiversity and questionable practices with fish feed.
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Company Overview
Mowi ASA is the world’s largest producer of farmed Atlantic
salmon (30% of the global salmon and trout market).

The company was previously known as Marine Harvest ASA. It’s listed on Oslo Stock
Exchange (OSE). With 14,866 employees in 25 countries, it secured EUR 4.1 billion
turnover and 436,000 tons of harvested volume in 2019.

Current SDG Compliance: Mowi ASA
Mowi ASA carries a distinctive
competitive
edge
over
its
competitors in terms of integrated
operations at a global scale with
significant financial resources. The
company has the ability and
willingness to invest further and
explore emerging markets by
expanding its integrated value chain
sustainably, to lead responsible
production initiatives and to meet
globally increasing demands for
farmed seafood in the future.
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SDGs To Explore: Mowi ASA
Target (1A) under SDG 1 requires significant mobilization of
resources through enhanced development cooperation, in
order to provide adequate and predictable means for least
developed countries.

Expanding Business Operations
1.

2.

3.

Help local population meet economic
development challenges around less developed
regions.
Work closely with the local governments to
develop the required skills and expertise among
regional labor forces, to meet operational
requirements.
Contribute toward poverty alleviation by creating
education and employment opportunities.

SDGs To Explore: Mowi ASA (continued)
Target (2A) under SDG 2 demands an increase in investments
for research and extension services to enhance agricultural
productive capacity.

Product Range Innovations
Can actively consider investing into alternative
Freshwater
Aquaculture
and
land-based
productions of several additional environmentfriendly and commercially feasible species with
proven aquaculture promises – and contribute
toward sustainable food security for a greater
share of population.
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SDGs To Explore: Mowi ASA (continued)
Target (4.7) under SDG 4 addresses importance of ensuring
that learners acquire the knowledge and skills needed to
promote sustainable development capacity.

Incorporating Integrated CSR
Can consider applying modern and highly interactive
CSR concepts involving usage of available online
platforms to raise awareness on responsible
production and consumption of farmed seafood. A
well-planned, integrated CSR scheme with long term
strategic planning addressing contemporary issues
and challenges of producing seafood sustainably
among the mass can serve as a source of education
for younger generations, which in the long term will
bring positive outcomes to the community.

SDGs To Explore: Mowi ASA (continued)
Target (15.1) under SDG 15 demands the conservation,
restoration and sustainable use of terrestrial and inland
freshwater ecosystems.

Initiatives on Addressing Climate Change
1.
2.
3.
4.

Use green & renewable energy sources
both on and offshore.
Review existing logistic facilities.
Stop the usage of questionable chemicals
for treating fish diseases.
Find environmentally friendly and organic
solutions.
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SDGs To Explore: Mowi ASA (continued)
Target (6.3) under SDG 6 requires improving water quality by
reducing pollution, eliminating dumping and minimizing release
of hazardous chemicals and materials.

Featuring Circular Economy
Mowi ASA is under scrutiny for polluting open ocean
water with waste materials generated by its farming
practices.
The company can modify its land-based upstream
operations with robust recycling schemes for seafood
processing – ensuring safer working conditions and
better sanitations for workers dealing with chemically
hazardous production and processing compounds.

Business Model: Mowi ASA
The company vision is “Leading The Blue Revolution” – with Vertical Integration as
corporate-level strategy and Product Differentiation as business-level strategy.
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Value Proposition: Mowi ASA
The company maintains accreditations earned from Good Agricultural Practices (Global
GAP), Best Aquaculture Practices (BAP), Aquaculture Stewardship Council (ASC) and
Global Food Safety Initiative (GFSI).

Value Creation & Delivery: Mowi ASA
The Upstream Operations start with pre-farming engagements and feed
production. Then the main value creation process starts with farming
operations – where juvenile salmonids are transferred from land-based
facilities to open seawater for maturity.
The process ends with
Downstream
Operations,
which include secondary
processing for consumption,
along with various wholesale
and retail marketing activities.

9

02-Jul-20

Value Capture: Mowi ASA
Although the company is securing large volume of monetary inflows, the rate of growth
has steadied up a bit over the years, indicating the business reaching and passing
through the maturity phase of its life cycle.

KPIs & Communication: Mowi ASA
According to its integrated Annual Report (Mowi, 2019), the core values mentioned in
the company profile are “Passion, Change, Trust and Share”. Mowi ASA has made
significant contributions especially with sustainability reporting in recent years, and it
considers the relevant activities as part of its efforts to maintain transparency.
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SDG 12: Responsible Production & Consumption

SDG 12 is prescribed as the balancing goal which, if implemented properly, will
greatly facilitate realization of several other closely related sustainable development
goals leading to a far greater promise of comprehensive sustainability practices
prevailing within society.

Participant Demographics
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Ethical Considerations
According to the GDPR guidelines set by the Norwegian Centre for
Research Data (NSD), no potential conflicts regarding the
adopted methodology were found which would require prior
application for approval, since:
1.

2.

3.

The interviews weren’t streamed, video or voice recorded, or
preserved in any other ways except through manual, handwritten notes taken during sessions.
Detailed transcriptions were made manually soon after each
interview session ended – where no uniquely identifiable traces
of the participants were kept.
Upon consolidation of the results and findings, all the initial
notes and transcriptions were obliterated.

End Consumers: Assumed Expectations
Wild Vs. Farmed Salmon
8 interviewees associated social celebrations with traditional wild salmon recipes. Participants
shared reasons behind this preference as better taste and distinctive color.

Choice of Shopping Places
12 interviewees prefer shopping for salmon around conventional fish markets instead of
supermarkets – for availability of freshly catch salmon with competitive price.

Staple Vs. Occasional Meal
For 19 interviewees, salmon products are positioned as a special occasion choice – with
intakes taking place once or twice a month. For 11 others, salmon is part of weekly diet plans.

Perceptions on Farmed Salmon
7 participants shared negative views on farmed salmon and associated issues such as
Environmental Pollution and Genetic Modification of species.
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Major Findings: RQ1
Research Question:
“What do consumers look for when making purchasing decisions?”
Price &
Availability

Suitability with Personal
Taste, Preference & Lifestyle
Brand Reputation &
Loyalty

Promotions &
Campaigns

Freshness, Quality &
Origin

Retail purchases of farmed seafood are often influenced by conditions of product
attributes such as freshness, quality and origin – while price, availability, and presence
of promotional offering with the desired product play a significant role. End consumers
look for suitability with their relative lifestyles, tastes and preferences for purchasing
farmed salmon products – often leading to development of loyalty.

Major Findings: RQ2
Research Question:
“Do consumers need incentives to consume responsibly? What are these incentives?”
Organic Farming
Practices

Online Engagements &
Community Formation

End Consumer Feedback &
Strategic Management

Transparency &
Accountability

Donations for Environment
Protection Initiatives

End consumers require motivations and incentives for securing responsible
consumption. Participants seek active measures being undertaken by commercial
firms to better incorporate end consumer feedback into strategic management
processes for greater transparency and accountability – where recent advancements
with information and communication technologies can play a significant role.

13

02-Jul-20

Major Findings: RQ3
Research Question:
“What incentives or motivation does a company need to consider implementing closed
loop solutions in their value chain?”
Stakeholder
Connectivity

Effective Communication for
Management

Government Policy &
Infrastructure Support

Social Recognition for
Sustainability

Cost-effective Technology
Innovation

Commercial business firms require cost-effective technology innovation, social
recognition, government policy and infrastructure support, stakeholder connectivity
and effective communication as major incentives for incorporating responsible
production practices.

Major Findings: RQ4
Research Question:
“How can the SDGs be implemented in a company’s business model leading to more
responsible production and consumption?”
Community
Awareness & Activism

National Policy Review for
Sustainable Production

Active Cooperation with
International Authorities

Investments in Joint R&D

Academic Research for
Sustainability in Education

Successful implementation of SDG 12 within a company’s existing business model is
strongly influenced by factors such as active cooperation among international
authorities and investments in joint research and development efforts. As for the
consumers, academic research for sustainability in education – along with community
awareness and activism are essential for securing responsible consumption.
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Synthesis for Sustainability
Education, awareness, social connectivity, activism and access to information
collectively create the platform to motivate end consumers for incorporating sustainable
practices into their consumption and purchase decisions.
As for the companies –
communication,
innovation,
operational
transparency,
cooperation
and
social
engagements are essential to
secure better cohesion with
this platform to actively involve
end consumers into their
closed loop and circular
business models; eventually
leading towards sustainability.
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